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Abstract
The literature on selective exposure has shown that ideology and voting govern media consumption decisions, but longi‐
tudinal studies are still scarce. To fill this gap, this work analyzes: (a) whether selective exposure guided by ideology and
partisanship to three media types (television, radio, and newspapers) is a stable phenomenon in Spain (2008–2019) as
expected from a polarized pluralistic media system; and (b) which variable has the strongest effects on news choices (ide‐
ology or partisanship). Multinomial logistic regressions are carried out using data sources from six post‐electoral surveys
conducted by the Center for Sociological Research in the last six Spanish general elections (2008–2019). As dependent vari‐
ables, we consider the four most important preferred media outlets for each media type, and as independent variables,
we include the vote in general election and ideology. Moreover, interest in politics, gender, age, education, and social
class are included as control variables, too. Findings show strong evidence that selective exposure based on ideology and
partisanship is a well‐established phenomenon in Spain for the three media types during the 11 years. Results also show
that the effect of partisanship is always stronger than that of ideology for the three news media types. We conclude that
selective exposure in Spain needs therefore to be conceived as partisan selective exposure.
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1. Introduction

The classic hypothesis of selective exposure suggests
that individuals expose themselves to the media in
search of messages that confirm their attitudes and
avoid those that contradict them (Steppat et al., 2022;
Stroud, 2008). Although this argument has been dis‐
cussed by experts such as those who claim that there is
only de facto selectivity (Freedman& Sears, 1965), exper‐
imental research has provided a more nuanced and com‐
plex picture of political selective exposure, showing that
it only occurs under certain conditions (Meffert et al.,

2006). In this sense, the multiplication and fragmenta‐
tion of media systems over the past few decades have
led the classic hypothesis of selective exposure to be
adapted to new forms of media consumption (Bennett
& Iyengar, 2008; Iyengar & Hahn, 2009; Stroud, 2010).

One of the topics regarding which selective expo‐
sure has been corroborated most strongly has been
its application to the consumption of political infor‐
mation. The growth of less objective and more polit‐
ically biased journalism has generated more evidence
that shows that party‐specific selective exposure is
increasing (Iyengar & Hahn, 2009), particularly in more
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polarizedmedia contexts (Bos et al., 2016; Fletcher et al.,
2020; Skovsgaard et al., 2016). Most studies have used
cross‐sector data, but very few analyses consider how
selective exposure evolves over time through longitudi‐
nal approaches.

Over the past two decades, the number of media
outlets through which Spaniards receive political infor‐
mation has increased, giving each person more power
when it comes to choosing the sources of information
that are available to them, and creating niches around
ideological and political predispositions (Humanes, 2014;
Martín‐Llaguno & Berganza‐Conde, 2001; Valera‐Ordaz
& Humanes, 2022). However, scholars have not con‐
sidered whether ideology or party affinity is the vari‐
able that best explains media selection from a longi‐
tudinal perspective. This long‐term vision is especially
crucial given the major transformation of the Spanish
party system—which shifted from a well‐established
two‐party system to a multi‐party system in 2015—and
the effects of digitalization on the media system: the
emergence of digital newspapers, the dramatic increase
in supply, and the transformation of media consump‐
tion habits. Thus, analyzing selective media exposure
using a broad time frame allows us to verify whether
media consumption driven by political attitudes is a
structural feature of Spanish audiences’ behavior regard‐
less of the political context and changes in opportu‐
nity structures derived from information environments
(Skovsgaard et al., 2016). Based on this evidence, this
study focuses on selective exposure to political infor‐
mation through three types of media (radio, television,
and the print press) in Spain over a period of 11 years,
addressing two objectives: (a) whether selective expo‐
sure guided by ideology and party affiliation is a stable
phenomenon in Spain, as would be expected in a polar‐
ized pluralist media system; and (b) which variable—
ideology or party affinity—has the strongest impact on
news choices.

2. Theoretical Approach

2.1. Longitudinal Perspective on Selective Exposure

One of the limitations of the research on selective expo‐
sure is the lack of longitudinal studies that address con‐
tinuities or changes in news consumption in different
media (Karlsen et al., 2020). While some authors have
shown that ideologically guided selective news consump‐
tion has increased over the past fewdecades, few studies
introduce time as an explanatory variable, as most are
based on cross‐sector data.

As Strömbäck et al. (2013, p. 416) have stated,
“people’s news consumption cannot be explained by
individual‐level factors only…because changes in the
media environment affect individual‐level factors.”
Furthermore, it is important not to assume that rela‐
tionships between media consumption and other vari‐
ables are stable, as they change over time (Strömbäck

et al., 2016). In this sense, Dahlgren et al. (2019) state
that one must address how changes in media environ‐
ments have made it easier for people to seek out and
selectively expose themselves to information that aligns
with their attitudes and how this influences the political
polarization of attitudes (Levendusky, 2013a).

The study of Garrett et al. (2013) showed that the
use of political news sources aligned with one’s own atti‐
tudes correlated to the use of discrepant media, and
this pattern remains stable over time and across differ‐
ent online media outlets. Strömbäck et al. (2013), using
surveys from 1986 and 2010 with data on media use
on different platforms, found that news consumption in
Sweden has become more polarized among both indi‐
viduals who seek out news and those who avoid them
over time.

In the US, Rodriguez et al. (2017) corroborated the
increase in party‐aligned and ideological selective expo‐
sure between 2000–2012. The most ambitious longitudi‐
nal study was conducted by Dahlgren (2019), who ana‐
lyzed which political preferences (ideology, party affin‐
ity, or political interest) drove selective exposure to pub‐
lic media between 1986–2015 in Sweden. He showed
that ideology and interest in politics are stable variables
over time for explaining selective exposure, while party
support for extra‐parliamentary organizations explains
a major drop in the use of public service news during
the period.

In the case of Spain, no studies have been con‐
ducted that would introduce the longitudinal perspec‐
tive. To contribute to this lack of longitudinal studies, we
propose the following hypothesis:

H1: Ideology and party identification are stable pre‐
dictors of selective exposure to the media (print
press, radio, and television) over time.

2.2. Partisan Selective Exposure to Political Information

Selective exposure to political information can be guided
by ideological approaches or by interest in politics
(Skovsgaard et al., 2016). However, most empirical evi‐
dence refers to the consumption of politically oriented
media (Camaj, 2019; Iyengar & Hahn, 2009; Messing &
Westwood, 2012; Rodriguez et al., 2017; Stroud, 2010),
especially in polarized political and media contexts (Bos
et al., 2016; Fletcher et al., 2020; Skovsgaard et al., 2016),
where individuals tend to select the media outlets that
align with their ideology, leading to what is known as par‐
tisan selective exposure (Garrett & Stroud, 2014).

In Spain, various studies conducted over the past
two‐plus decades have shown that media use is politi‐
cally oriented (Martín‐Llaguno & Berganza‐Conde, 2001).
More recently, Humanes (2014) found a clear connec‐
tion between political positions and selective media
consumption. The print press is the political and elec‐
toral news media outlet that is most conditioned by the
effect of selective exposure due to political orientation.
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The relationship is stronger with voting recall than ideol‐
ogy. The news use of broadcast media outlets, though
also coherent with the process of selective exposure,
shows less consistent results than those obtained based
on newspaper consumption. For their part, radio stations
align more with the trend toward selective exposure to
the print press than television does.

The study conducted by Valera‐Ordaz (2018, 2022)
explored the importance of positions on the center‐
periphery axis as predictors of media preferences in the
caseof themedia in Catalonia. Using data from theCenter
for Sociological Research (Centro de Investigaciones
Sociológicas, hereafter CIS) post‐electoral study for the
2015 autonomous elections, the results showed that
the national identification variables, support for indepen‐
dence, and nationalism are the most important factors
for explaining the preference for regional TV and radio
stations. However, the pattern did not repeat in the case
of the print press.While the indicators related to national‐
ist sentiment also have a strong explanatory capacity, the
left‐right ideological axis determines the selection of the
newspaper that one reads for informational purposes.

Valera‐Ordaz and Humanes (2022) found that
ideological‐party orientations are clearly themost impor‐
tant variables that govern selective exposure, especially
for the digital press and radio, in addition to signaling
an important trend toward selective avoidance of news
media perceived to be ideologically incongruent.

However, none of these studies have tested which of
the two variables—ideology or party affinity—has more
weight when it comes to explaining the selection of
political information. The Spanish media system fits the
polarized pluralist model (Hallin &Mancini, 2004), which
is characterized by a high level of political parallelism,
external pluralism, and an underdeveloped pressmarket.
Furthermore, the audience is ideologically polarized, and
the journalistic profession combines opinion reporting
style with weak professional autonomy due to a depen‐
dence on political and economic systems (Humanes
et al., 2013; Humanes & Roses, 2018; López‐Rabadán &
Casero‐Ripollés, 2015).

Based on this background we propose the following
hypothesis:

H2: Party identification has more important effects
than ideology as a predictor of selective exposure for
all media types (print press, radio, and television).

3. Methodology

3.1. Data Sources and Temporal Framework

This study is based on a classic source of data for ana‐
lyzing selective exposure: post‐electoral surveys. While
post‐electoral surveys are susceptible to post‐hoc ratio‐
nalizations on the part of survey respondents, their
benefits are worthy of highlighting. These include eval‐
uating the phenomenon of selective exposure in an
environment that is not simulated or manipulated by
researchers and using representative samples that allow
the results to be generalized to the entire population.

Specifically, we used post‐electoral studies con‐
ducted by the CIS after the last six general elections in
Spain, which were held between 2008–2019 (Table 1).

This 11‐year period covers six elections and includes
the process by which Spain’s two‐party system became a
multi‐party context. While the 2008 and 2011 elections
took place in the context of a consolidated two‐party
system—with the Partido Popular (PP) and Partido
Socialista Obrero Español (PSOE) as the only forces with
any real chance of forming a government, the other four
elections (December 2015, June 2016, April 2019, and
November 2019) were characterized by the emergence
of new political groups (Unidas Podemos, hereafter UP,
and Ciudadanos after 2015; and VOX after 2019) and
by a much more politically fragmented context. This is
therefore an appropriate period for observing whether
selective exposure to different types of media is a stable
behavior that has taken root among Spanish audiences
beyond the political context.

3.2. Research Technique and Variables

We proposed conducting a multivariate analysis based
on multinomial logistic regression given the categorical
and multiple nature of our dependent variable: the pre‐
ferred media outlet for consuming political information.

We used the three media consumption ques‐
tions that post‐electoral surveys contain as the depen‐
dent variable. They are: Which newspaper/radio
station/television channel do you prefer for following
political and electoral information during the campaign?
Unfortunately, the surveys did not account for the pre‐
ferred digital outlets, so we could not include this ele‐
ment in the analyses. These are open questions, and

Table 1. Data sources.

General elections Number of CIS study Sample

November 10, 2019 3269 4,804
April 28, 2019 3248 5,943
June 26, 2016 3145 6,175
December 20, 2015 7715 6,242
November 20, 2011 2920 6,082
March 9, 2008 2757 6,083
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the respondent is allowed to respond spontaneously,
providing their favorite source in each of the three
formats. To limit the multinomial regression analysis—
which requires a limited number of categories for the
dependent variable and high sample sizes (Cea d’Ancona,
2005)—we have limited ourselves to the four most pop‐
ulated response categories for each type of media out‐
let (Table 2).

In the case of newspapers, El País, El Mundo,
La Vanguardia, and ABC are the four national publica‐
tions with the highest rates of penetration among gen‐

eral information newspapers. They dominate the written
press market in Spain (Asociación para la Investigación
de Medios de Comunicación, 2020). For their part, the
four radio stations mentioned most frequently by sur‐
vey respondents during the 11‐year period were Cadena
SER, COPE, Onda Cero, and RNE. Together, they repre‐
sented 75.3% of the market share in 2019 (Asociación
para la Investigación de Medios de Comunicación, 2020).
The four TV stations selected for the analyses were TVE1,
Antena3, Telecinco, and La Sexta. The first three were
always among the four most frequently mentioned by

Table 2. Operationalization of concepts.

Concept Operationalization Variables

Dependent variables

Preference of media
consumption

Preferred media outlet to
follow political and
electoral information
during the campaign

1. Newspaper (El País, El Mundo, La Vanguardia, and ABC)

2. Radio station (SER, COPE, Onda Cero, and RNE)

3. Television channel (TVE1, La Sexta, Antena3,
and Telecinco)

Independent variables

Party identification Vote in the last general
elections

PP

PSOE

VOX (only in 2019)

Ciudadanos (from 2015 onwards)

UP (from 2015 onwards)

Unión Progreso y Democracia (only in 2008 and 2011)

Izquierda Unida (only in 2008 and 2011)

Ideology Ideological self‐placement
scale (1–10)

Left (1–4)

Center (5–6)

Right (7–10)

Time Year Year (continuous)

Control variables

Political interest Interest in the campaign Interest in the campaign

Age Age Age (continuous)

Social class Subjective social class Upper class

Middle class

Lower class
Educational level Educational level Primary education

Secondary education

High education

Gender Gender Woman (reference group)
Notes: The reference category for vote recall is Ciudadanos beginning in 2015, but it did not have a presence in previous elections, so
it cannot be used in the regression models for 2008 and 2011. The solution is to use Unión Progreso y Democracia for 2008 and 2011
given that it occupies the same political space and shows a significant association with the more central ideological positions on the
scale (5–6). This is reflected in the calculation of the standardized residuals in 2008 and 2011. Reference categories for each variable are
indicated by in bold.
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survey respondents during the 11‐year period. This is not
the case for La Sexta,whichhad a smaller showing in 2008
(placing fifth behind Cuatro) because it was founded in
2005 and took a few years to outperform Cuatro in terms
of audience size. However, we decided to include La Sexta
in the analyses to be able to compare the results over
time. The four channels chosen had 42.9% of the market
share in 2019 (Barlovento Comunicación, 2019).

We included ideology in the left‐right cleavage and
party identification as independent variables. The posi‐
tions on the left‐right axis are operationalized using a
10‐point scale that is recorded as three variables: left
(1–4), center (5–6), and right (7–10). Party identification
is operationalized as vote recall in the last general elec‐
tions. The regression models only include national par‐
ties with the highest parliamentary representation dur‐
ing the period analyzed (2008–2019). These are the PP
and PSOE based on all elections, Izquierda Unida and
Unión Progreso y Democracia in 2008 and 2011, and
Ciudadanos and UP in 2015 and thereafter. VOX was
added for the two elections held in 2019.

Furthermore, we added time—operationalized as
continuous—as an independent variable in order to con‐
trast H2, offering a single regression model for each
media type. This allows us to observe which variable
has the most important effects on media preferences—
ideology vs. party identification—comparing the size of
the coefficients.

Finally, we introduced control variables that are
related to socio‐demographic attributes, which are also
associated with media consumption (Cardenal et al.,
2019). These include age, education level, gender, social
class, and interest in politics, which also have a notable
influence on news consumption decisions (Skovsgaard
et al., 2016; Valera‐Ordaz & Humanes, 2022).

Multinomial logistic regression requires setting up a
dependent variable category outside of the model that
acts as a “reference group” regardingwhich one can com‐
pare the effects of the independent variables that the
model specifies (Cea d’Ancona, 2005). Given that our pur‐
pose is to analyze the scope of selective exposure guided
by ideology and vote, we chose to select as a reference
a media outlet for each format that is relatively unin‐
fluenced by our variables of interest or, to put it differ‐
ently, influenced by the center of the ideological spec‐
trum: Telecinco in the case of television, RNE for radio,
and El Mundo for the print press. The latter was the
most difficult to choose given that the print press is the
media form that is most significantly segmented by ideol‐
ogy and vote (Humanes, 2014; Valera‐Ordaz & Humanes,
2022). The same logic applies to the rest of the indepen‐
dent and control variables, and the most central cate‐
gories are selectedwhen possible as reference groups (in
bold in Table 2).

In total, 18 multinomial logistic regression models
are specified (three for each election, and one for each
type of media outlet). These include anti‐logarithmic
coefficients that should be interpreted as follows: when

the value is greater than 1, it indicates a positive asso‐
ciation (the interest variable increases the likelihood of
the event) and when its value is less than 1, we are look‐
ing at a negative association (the likelihood of the event
decreases). The results should always be interpreted in
relation to the reference category. Three more models
are added to these (one per media type) that include
time as an independent variable.

4. Results

In the case of the print press, the results show that both
ideology and vote are significant predictors of exposure
to newspapers (Table 3). For example, those who have
a right‐wing ideology were more likely to prefer ABC
(compared to El Mundo) in 2011 and 2019. Furthermore,
those who voted PP were three to five times as likely to
readABC (compared to ElMundo) in 2015 andApril 2019,
respectively, and that same year voting VOX tripled the
likelihood that one would choose ABC over El Mundo.

The differences are also notable regarding other
newspapers. Thosewho havemore left‐leaning positions
are much more likely to prefer El País (compared to
El Mundo) in 2011 and April 2019, and voting PSOE is
a significant predictor of exposure to El País throughout
the entire time analyzed. In fact, voting PSOE increased
the likelihood of preferring El País (to El Mundo) three to
36 times depending on the year. In 2015 and 2016, voting
UP also increased the likelihood of reading El País instead
of El Mundo significantly, though that was not the case
in 2019. Furthermore, voting PP significantly reduced the
likelihood of reading La Vanguardia vs. El Mundo in 2011
(the 2011 regression model had to be completed with
Vote PSOE as the reference category for statistical rea‐
sons) and 2016, while voting PSOE increased it in 2008,
2016 and April 2019, and voting UP did so in 2016 and
April 2019.

In summary, exposure to Spanish newspapers is
clearly influenced by ideology and vote, which emerge
as significant predictors of newspaper consumption, con‐
trolling for age, gender, education, social class, and inter‐
est in politics.

Furthermore, the specified models explain between
21%–42% of the variance.

Table 4 shows that ideology and voting also
have a significant influence on television preferences.
Respondents who identify as leftists were less likely
to watch Antena3 (vs. Telecinco) in 2008 and 2015.
The same is true of those who voted Izquierda Unida
in 2008, UP in November 2019, and PSOE voters in prac‐
tically all the temporal points analyzed (except for 2011
and 2016). All of them are less likely to choose Antena3
(vs. Telecinco) to get information about the campaign.

For their part, those who identify as leftists were
more likely to consume La Sexta (vs. Telecinco) in 2019.
This was also true for UP voters beginning in 2015. Both
variables increase the likelihood of consuming this televi‐
sion station. Furthermore, PP voters (in December 2015

Media and Communication, 2023, Volume 11, Issue 2, Pages 113–126 117

https://www.cogitatiopress.com


Table 3.Multinomial logistic regression models for print press preferences (reference category El Mundo).

March 2008 November 2011 December 2015 June 2016 April 2019 November 2019

ABC

(Constant) 0.122* 1.079 0.137** 0.051*** 0.109** 0.06
Age 1.029** 1.012 1.01 1.035** 1.014 1.021
Low class 1.015 0.23 0.95 0.851 1.122 0.399
High class 0.917 0.82 0.761 1.733 0.681 2.41
Left 0.455 0.468 0.407 2.99 0.455 8.449
Right 1.796 2.429** 1.387 0.856 1.441 9.91*
Political interest 0.468* 0.763 0.918 0.699 0.968 0.834
Female 0.967 1.166 1.363 0.815 1.302 1.446
Primary education 0.677 0.848 1.192 0.516 2.633 0.621
High education 0.6 0.489* 0.533* 0.701 0.717 0.725
Izquierda Unida vote — 0.553 — — — —
PP vote 1.057 0.215* 3.511** 2.203 6.524*** 0.597
PSOE vote 6.723* — 3.169 0.753 2.482 2.506
UP vote — — 4.671 0.145 3.489 —
VOX vote — — — — 3.399* —

El País

(Constant) 1.013 3.701* 0.879 0.525 0.644 0.639
Age 0.991 1.013 0.994 1.012 0.997 1.008
Low class 1.125 0.616 0.802 1.324 2.043* 0.051
High class 1.156 0.645 0.866 0.51* 1.158 0.358
Left 1.534 3.78** 2.053 2.007 3.475** 6.853
Right 0.694 0.61 0.587 0.621 1.135 0.431
Political interest 1.146 0.593 1.597 0.862 1.295 1.46
Female 1.267 1.279 1.295 1.533 1.21 1.644
Primary education 1.208 1.261 1.184 0.612 1.484 0.056*
High education 1.335 1.039 0.746 1.327 1.016 1.805
Izquierda Unida vote — 0.681 — — — −−
PP vote 0.288** 0.077*** 0.629 0.425** 0.65 0.16
PSOE vote 12.555*** — 6.216*** 4.669*** 2.934** 36.513*
UP vote — — 5.91*** 3.65** 2.497 —
VOX vote — — — — 0.958 —

La Vanguardia

(Constant) 0.132 0.251 0.127* 0.136* 0.821 0.023
Age 1.005 1.014 1.016 1.009 0.966** 1.06
Low class 1.653 0.871 1.08 0.877 1.613 0.07
High class 0.276 1.376 1.775 0.258 1.576 0
Left 0.555 2.154 1.347 1.425 1.401 1.279
Right 0.438 1.657 0.737 3.65 3.634 1.056
Political interest 0.401* 0.514 0.517 0.595 0.399* 4.572
Female 0.844 1.956 1.504 1.115 1.52 0.103
Primary education 1.455 1.754 2.057 1.508 7.621** 0.029
High education 1.015 0.88 0.532 0.579 0.618 0.337
Izquierda Unida vote — 2.274 — — — —
PP vote 0.808 0.191* 0.37 0.097** 0.373 0.087
PSOE vote 32.094** — 2.257 4.403* 7.635** 69.744
UP vote — — 3.805 6.496* 8.075** —
VOX vote — — — — 0.244 —

N 721 638 592 599 603 109
McFadden R2 0.307 0.271 0.23 0.235 0.216 0.421
Note: *p < 0.05, **p < 0.01, ***p < 0.001.
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Table 4.Multinomial logistic regression models for television preferences (reference category Telecinco).

March 2008 November 2011 December 2015 June 2016 April 2019 November 2019

Antena3

(Constant) 5.259** 2.797** 3.035*** 2.507** 2.485** 3.97**
Age 0.992∗ 0.994 0.999 1 1.006 1.006
Low class 0.853 0.785 0.839 0.898 0.947 0.997
High class 1.078 1.1 1.556 1.12 1.072 0.837
Left 0.66* 0.682 0.575** 0.662 1.056 1.315
Right 1.043 1.222 1.252 1.038 1.011 1.179
Political interest 1.01 1.313* 1.183 1.062 1.29 1.077
Female 0.869 0.686** 0.535*** 0.497*** 0.409*** 0.389***
Primary education 1.386* 0.738 0.814 0.669* 0.416*** 0.446**
High education 1.061 1.886** 1.997*** 2.347*** 1.94*** 1.888*
Izquierda Unida vote 0.267* 1.008 — — — —
PP vote 0.619 1.37 0.965 1.031 1.186 0.625
PSOE vote 0.267* 0.691 0.561* 0.717 0.477** 0.257***
UP vote — — 0.664 0.817 0.716 0.342*
VOX vote — — — — 0.858 0.686
La Sexta

(Constant) 0.261 0.37 0.275*** 0.357** 0.279*** 0.407
Age 0.998 1.008 1.022*** 1.019*** 1.021*** 1.02**
Low class 1.034 1.123 0.996 1.2 1.064 0.905
High class 0.955 0.961 1.752 1.389 1.19 1.079
Left 1.488 1.238 1.441 1.049 1.705* 2.704***
Right 0.364* 1.184 0.82 0.96 0.679 1.41
Political interest 1.772*** 1.285 2.655*** 2.327*** 2.231*** 2.422***
Female 0.546*** 0.465** 0.526*** 0.401*** 0.297*** 0.239***
Primary education 0.532*** 0.264*** 0.621* 0.525** 0.623* 0.576*
High education 1.492* 1.321 2.588*** 3.322*** 2.823*** 3.813***
Izquierda Unida vote 2.595 3.452* — — — —
PP vote 0.986 0.502 0.277∗∗∗ 0.255*** 0.784 0.41
PSOE vote 1.933 1.284 0.917 1.218 1.466 0.913
UP vote — — 3.096*** 4.827*** 6.217*** 3.261*
VOX vote — — — — 0.443 0.306*
TVE1

(Constant) 1.015 1.306 0.529* 0.672 0.878 1.276
Age 1.028*** 1.029*** 1.024*** 1.021*** 1.022*** 1.019**
Low class 0.939 0.982 1.01 1.04 1.021 1.043
High class 1.115 0.911 2.383** 1.645 1.662 1.57
Left 1.062 1.01 1.044 0.639 0.917 1.509
Right 0.924 1.075 1.205 1.029 0.86 1.025
Political interest 1.046 1.198 0.971 1.105 1.072 0.959
Female 0.807* 0.597*** 0.553*** 0.521*** 0.457*** 0.416***
Primary education 1.142 0.649** 0.875 0.891 0.729 0.794
High education 1.098 1.764** 1.942** 2.592*** 2.188*** 3.038***
Izquierda Unida vote 0.434 1.514 — — — —
PP vote 0.526 1.009 1.897** 1.405 1.139 0.885
PSOE vote 0.496 1.088 0.703 0.68 0.78 0.503
UP vote — — 0.52* 0.973 1.034 0.558
VOX vote — — — — 0.683 0.8
N 2894 2460 2198 2055 2282 1318
McFadden R2 0.086 0.075 0.158 0.15 0.115 0.131
Note: *p < 0.05, **p < 0.01, ***p < 0.001.

Media and Communication, 2023, Volume 11, Issue 2, Pages 113–126 119

https://www.cogitatiopress.com


and June 2016) and VOX voters (in November 2019) were
less likely to choose this station. As such, we are look‐
ing at both selective media exposure based on politi‐
cal reasons and the phenomenon of selective avoidance
through which some ideological groups avoid consum‐
ing media that they perceive to be ideologically distant
(Garrett et al., 2013).

In the case of TVE1, however, there are less
significant differences compared to Telecinco. Voting
PP increased the likelihood of preferring TVE1 over
Telecinco only in 2015. Voting UP decreased that likeli‐
hood. However, there are no differences based on the
positions on the left‐right axis. This is because the ide‐
ological composition of Telecinco and TVE1 audiences
are similar.

But the political variables are not the only ones that
explain the population’s television preferences. Socio‐
demographic attributes do so as well. Older adults prefer
to watch TVE1 and La Sexta over Telecinco. Women pre‐
fer Telecinco a great deal and are less likely to consume
La Sexta, Antena3, and TVE1. Those with higher levels of
education tend to consume La Sexta, Antena3, and TVE1
more intensely (compared to Telecinco) and those who
state that they are interested in politics are much more
inclined to watch La Sexta.

These results are partly due to the type of content
that television stations offer. While Telecinco focuses
on entertainment, La Sexta offers many more formats
related to politics as both information and politainment
(Berrocal‐Gonzalo et al., 2014). In this sense, programs
like “El Intermedio” could generate selective exposure
with their satirical news format, as studies conducted in
other contexts have found (Stroud & Muddiman, 2013).
Furthermore, it is necessary to note that the goodness‐
of‐fit of the regression model is lower in the case of tele‐
vision than in the print press. The model explains only
between 8.6–15.5% of the variance.

The results for radio suggest that ideology and vote
are also significant predictors of exposure, especially in
the cases of COPE and SER (Table 5). Having a right‐wing
ideological orientation doubled (in November 2011 and
December 2015) or even tripled (in April 2019) the likeli‐
hood of listening to COPE (vs. RNE) for political informa‐
tion. Furthermore, PP voters were between three and six
timesmore likely to consume COPE (vs. RNE) in 2011 and
2019, respectively, while being a PSOE or UP voter signif‐
icantly decreased the likelihood of exposing oneself to
that station in April 2019. The importance of the vote
is very limited in the case of Onda Cero, and ideology
does not show a significant effect. In the case of SER, the
importance of left‐leaning positions, voting UP, and espe‐
cially voting PSOE is observed more clearly given that all
of these increase the likelihood of preferring that station
over RNE during different years.

Finally, the goodness‐of‐fit of the radio regression
model is slightly higher than that of television but clearly
lower than that of the print press, as it explains between
14.6–26.3% of the variance.

To compare the influence of ideology vs. party iden‐
tification on citizens’ media preferences, we have speci‐
fied three regressionmodels (one for each type ofmedia)
including time as an independent variable (Table 6).
Given that the temporal framework covers an 11‐year
period (2008–1019), it has only been possible to include
the PSOE and PP vote in these models, as these are
the only political forces present throughout the period.
We left the PSOE vote as a category of reference and
included the PP vote as an independent variable. Table 6
presents the regression coefficients of each type of
medium:When the regression coefficient is greater than
zero, there is a positive association, and when it is less
than zero, the association is negative. By using the coeffi‐
cients in place of beta exponentials, their magnitude can
be compared independently from the sign.

The results clearly suggest that the effect of vote on
the choice of newspaper, television channel, and radio
station is always higher than that of ideology, as the size
of the coefficients is greater for all the media analyzed.
In other words, voting is a stronger predictor than ideol‐
ogy for Spaniards’ media preferences for the three types
of media.

Furthermore, it is important to note that in the case
of television, voting has more important effects on the
selection of Antena3 and La Sexta (vs. Telecinco)—and
not for TVE1—than the socio‐demographic attributes
taken individually. In other words, despite the impor‐
tance of education level, age, gender, and interest in pol‐
itics as factors that influence television channel choice,
voting is undoubtedly the factor that best predicts con‐
sumption of Antena3 and La Sexta, the two major sta‐
tions that are part of the Atresmedia group. This sug‐
gests, as we will see below, a growing segmentation of
the television market in terms of politics.

5. Discussion and Conclusions

This research shows that selective exposure to themedia
based on ideology and party identification is a stable phe‐
nomenon in Spain, which confirms H1. Both variables sig‐
nificantly influence audiences’ behavior and do so for all
media types. The print press is not the only politically
segmented market: radio and television are as well, as
recent studies suggest (Valera‐Ordaz & Humanes, 2022;
Valera‐Ordaz et al., 2021). In fact, the model explains
approximately twice the variance of television prefer‐
ences beginning in 2015, probably because of La Sexta’s
position as a generalist channel focused on the left‐wing
audience. In this sense, the results suggest that the
television industry is moving—since the formation of
the television duopoly with the acquisition of Cuatro
by Mediaset in 2009 and the merger of La Sexta and
Antena3 in 2011—from the classic “catch‐all” model in
search of large audiences to a more ideologically seg‐
mented model thanks to the role of Atresmedia group,
whose Antena3 and La Sexta channels are focused on dif‐
ferentiated ideological niches. For its part, the Mediaset
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Table 5.Multinomial logistic regression models for radio preferences (reference category RNE).

March 2008 November 2011 December 2015 June 2016 April 2019 November 2019

COPE

(Constant) 0.854 0.208* 3.222* 4.639* 5.502** 2.992
Age 1.001 1.002 0.98* 0.983 0.981* 0.981
Low class 0.742 0.679 1.3 1.241 1.237 0.869
High class 0.444 0.726 0.908 0.989 1.338 1.74
Left 0.627 0.62 0.611 0.53 1.249 0.647
Right 1.939 2.078** 2.063* 1.587 3.117** 1.01
Political interest 1.346 1.269 2.211** 1.12 1.115 1.302
Female 1.36 1.136 0.77 0.911 0.57* 0.961
Primary education 0.891 1.325 1.961 0.854 1.474 2.561
High education 0.633 1.093 0.732 0.684 0.792 0.714
Izquierda Unida vote — 0.329 — — — —
PP vote 3.213 3.293* 1.287 1.926 1.283 5.894**
PSOE vote 0.263 0.63 0.436 0.562 0.287* 0.663
UP vote — — 0.644 0.477 0.137** 0.238
VOX vote — — — — 3.536 4.181
Onda Cero

(Constant) 10.178** 1.707 8.258*** 5.617* 3.511* 2.923
Age 0.99 0.992 0.968*** 0.992 0.992 0.997
Low class 0.865 0.448 0.901 1.115 0.948 1.006
High class 0.633 0.844 1.129 0.956 0.573 1.305
Left 0.656 1.752 0.576 0.513 0.657 0.51
Right 0.62 1.233 1.343 0.741 1.308 0.623
Political interest 1.68* 1.102 1.705* 0.986 0.829 0.571
Female 1.184 1.221 0.811 0.735 0.789 1.181
Primary education 1.06 0.79 1.352 0.329* 0.679 0.492
High education 1.005 1.064 0.835 0.627 1.174 1.725
Izquierda Unida vote — 0.189*** — — — —
PP vote 0.464 1.498 0.773 0.824 0.632 0.909
PSOE vote 0.093*** 0.252*** 0.868 0.88 0.681 0.765
UP vote — — 0.844 0.567 0.375 0.299
VOX vote — — — — 1.611 0.604
SER

(Constant) 6.252* 1.246 4.287** 5.366** 2.313 2.419
Age 0.985* 0.993 0.969*** 0.985 0.988 0.982
Low class 1.134 1.062 0.84 0.764 0.925 0.558
High class 0.925 0.672 0.788 0.744 0.455* 0.939
Left 1.156 1.953* 1.264 2.225* 1.112 1.416
Right 1.128 1.368 1.542 1.175 0.951 0.245*
Political interest 1.076 1.121 1.662* 1.206 1.676* 1.443
Female 0.879 1.268 1.122 0.934 0.626* 1.984
Primary education 0.786 0.986 1.509 0.739 1.462 1.053
High education 0.635 0.884 0.806 0.543* 1.112 0.496
Izquierda Unida vote — 1.051 — — — —
PP vote 0.924 0.937 0.852 0.423 0.701 2.581
PSOE vote 1.708 2.253* 4.973*** 1.979 3.116** 6.531**
UP vote — — 5.267*** 1.853 2.773* 2.918
VOX vote — — — — 2.646 1.837
N 1228 1072 930 851 905 397
McFadden R2 0.191 0.146 0.167 0.2 0.184 0.263
Note: *p < 0.05, **p < 0.01, ***p < 0.001.

Media and Communication, 2023, Volume 11, Issue 2, Pages 113–126 121

https://www.cogitatiopress.com


Table 6. Unified multinomial logistic regression models.
Press Television Radio

(reference category El Mundo) (reference category Telecinco) (reference category RNE)

ABC El País La Vanguardia Antena3 La Sexta TVE1 COPE Onda Cero SER

Constant −1.327** 1.704*** 0.265 0.487*** −1.761*** −0.147 −1.574*** 0.632* 2.006***
Age 0.022*** 0.001 0.001 −0.004 0.017*** 0.024*** −0.007 −0.015*** −0.015***
Low class 0.008 0.161 0.576* −0.090 0.088 −0.171* 0.274 0.014 0.157
High class 0.024 −0.109 0.046 0.080 0.249 0.230 −0.340 −0.218 −0.339
Left −0.582 0.750*** −0.180 –0.272** 0.330** 0.045 −0.274 −0.133 0.496**

Right 0.499** –0.372* −0.010 0.124 −0.256 0.024 0.700*** −0.025 0.210
Political −0.281 −0.053 −0.553** 0.138* 0.726*** 0.066 0.303* 0.021 0.170
interest

Female 0.027 0.230 0.160 −0.514*** −0.839*** −0.520*** 0.076 0.050 −0.006
Primary −0.144 0.072 0.533* −0.096 −0.577*** 0.045 0.034 −0.201 −0.106
education

High −0.402* 0.124 −0.157 0.531*** 0.865*** 0.585*** −0.159 0.110 −0.196
education

PP vote –0.726* –2.750*** –2.759*** 0.738*** –1.050*** 0.383*** 1.786*** 0.914*** –1.051***

Year 0.112* −0.011 0.024 −0.017 0.203*** −0.120*** 0.255*** −0.005 0.004
N 2365 9594 3904
McFadden R2 0.255 0.09 0.174
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group seems to have focused its efforts on audiences
that prefer entertainment over information—a more
female, younger audience with less interest in politics,
and a lower level of education. In this sense, the oppor‐
tunity structure for selective exposure in the Spanish
television market allows the spectator to select chan‐
nels based on his interest in entertainment vs. news and
based on political preference. In other words, Spanish
media groups have deployed efficient market strategies
to cater to viewers’ interests. These ranged from heavy
entertainment consumers (Telecinco) to those interested
in politics but with different political attitudes (left‐wing
in the case of La Sexta viewers, and right‐wing in the case
of Antena3).

An important conclusion of this study is thus
that selective exposure is a structural inclination of
Spanish audiences, that is, a phenomenon that remains
unchanged over time regardless of the evolution of the
political system and changes in the media system. In this
sense, our study contributes solidity to the previous
cross‐sector studies that had identified politically ori‐
ented consumption of the media in Spain using bivari‐
ate techniques (Fraile & Meilán, 2012; Humanes, 2014;
Martín‐Llaguno & Berganza‐Conde, 2001), and it does so
in two ways. First, it confirms that the effect of ideology
and party identification on media selection is produced
by controlling other important variables associated with
media consumption (socio‐demographic attributes and
interest in politics) through a multi‐variable approach.
Second, it shows that selective exposure remains a struc‐
tural characteristic of Spanish audiences over an 11‐year
period despite two circumstances: (a) the change in the
Spanish party system, which is now a multi‐party sys‐
tem with a larger variety of political forces; and (b) the
notable expansion of the media offer derived from
digitalization—and including the creation of two new
generalist television chains and the transformation of
the television market into a duopoly—and the consolida‐
tion of much more fragmented media environments, giv‐
ing the user a great deal of choice (Prior, 2007; Van Aelst
et al., 2017). Despite these profound changes in the polit‐
ical andmedia landscape, Spanish audiences continue to
expose themselves to media based on their ideological
preferences and party affinities.

Furthermore, the results suggest that the audiences’
behavior should be understood based on partisanship
(and not ideology) because party identification is the
most important heuristic that guides media consump‐
tion decisions for all media types. This aligns with stud‐
ies of the North American context (Camaj, 2019; Iyengar
& Hahn, 2009; Messing & Westwood, 2012). In other
words, party identification has more important effects
than ideology on individuals’ media preferences—which
confirms H2—such that the best way to predict which
newspaper, radio station, or TV station citizens con‐
sume is to learn about their electoral behavior. This
result is likely the consequence of the fact that party
identification—and voting, its main manifestation—has

a notable level of personal relevance because it allows
individuals to cognitively orient themselves and make
both political (Lau & Redlawsk, 2001) and media deci‐
sions. In this sense, our research reveals that the impor‐
tance of party identification is not exclusive to the North
American context and is very much a factor in Spain.
In fact, party identification seems to arise as a central
heuristic in the context of media hybridization and frag‐
mentation that force the user to choose between many
more options.

The results of this research also suggest that some
media outlets produce more polarization because they
simultaneously inspire exposure and selective avoidance
by certain ideological groups. This is the case with
La Sexta in 2015 and 2016. UP voters expose themselves
to it more frequently, while PP voters selectively avoid it.
In 2016, La Vanguardia attracted UP and PSOE voters
much more and was selectively avoided by PP voters.
El País was preferred by PSOE and UP voters in 2008
and 2016 and selectively avoided by PP voters. The same
occurred with TVE1 in 2015, as PP voters exposed them‐
selves to it more frequently and UP voters tended to
avoid it. While both selective exposure and avoidance
occur simultaneously only at specific times, the existence
of these media is susceptible to compromising the expo‐
sure to diversity of citizenry in the public sphere, which is
vital for promoting social empathy and political tolerance
(Huckfeldt et al., 2004). Furthermore, its absence carries
risks of polarization. In this sense, the results remind us
that political polarization has an important connection
to the evolution of media ecosystems and that media
and political polarization processes should be conceived
of as mutually influencing phenomena (Dahlgren et al.,
2019). On the one hand, politically biased journalism has
been found to lead to attitude polarization (Levendusky,
2013b; Stroud, 2010). On the other, polarized political
debate seems to intensify selective exposure to news
media. A recent study on the Catalan independence con‐
flict found that drivers of selective exposure are sensi‐
tive to political context. Specifically, the author deter‐
mined that support for independence became increas‐
ingly important as a driver of media consumption as
political polarization related to the issue of indepen‐
dence grew (Valera‐Ordaz, 2022).

However, future research should delve further into
the role of the vote as a driver of media consumption
over time in order to observe whether selective expo‐
sure and avoidance increase over time and whether
political and media polarization processes are similar to
those described in the US (Rodriguez et al., 2017; Stroud,
2010) or those that we have begun to sense in Spain
(Ramírez‐Dueñas & Vinuesa‐Tejero, 2021; Valera‐Ordaz,
2022) emerge. This is vital in a context in which the frag‐
mentation of media offerings and increase in competi‐
tion introduce incentives for communication groups to
ideologically segment their content to capture and gen‐
erate loyalty within specific niche audiences (Bennett &
Iyengar, 2008).
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Finally, it is worth underlining the main strengths
of this research and some of its most important lim‐
itations. First, this is the first study to analyze selec‐
tive exposure in Spain from a longitudinal perspective,
that is, covering an 11‐year time frame characterized by
major changes in the political system and the informa‐
tion environment. In this sense, this work adds signifi‐
cant solidity to previous studies on selective exposure in
Spain that addressed specific moments (Humanes, 2014;
Martín‐Llaguno & Berganza‐Conde, 2001; Valera‐Ordaz
& Humanes, 2022), showing that political selective expo‐
sure is a well‐established and persistent inclination of
Spanish audiences. Second, our findings clearly show
that party affinity is a stronger driver of news expo‐
sure than ideology in Spain despite the major shift that
occurred in the Spanish political system. Spain’s two
largest political parties broke apart in 2015, giving rise to
new political organizations (UP, Ciudadanos, and VOX in
2019). In spite of this, party identification was the most
important factor of selective exposure to the newsmedia
during the period under study. Third, we used post‐
electoral surveys based on large representative samples
to generalize the results to the entire Spanish population.
We also used data on habitual news exposure, which
is easier to generalize than single exposure measures
(Stroud, 2008).

It is also important to highlight a few important limi‐
tations of the study. First, our work is based on exposure
to traditional news media (television, radio, and press).
Wedid not address the consumption of digital news prod‐
ucts or social media platforms. As such, we were unable
to assess selective exposure online, which has been
found to be less powerful than expected despite the
fears surrounding digital technologies (Cardenal et al.,
2019). Incidental exposure and the weak ties that char‐
acterize online networks cause these spaces to serve as
diversification forces, helping people to be confronted
with novel information that they would not have encoun‐
tered offline (Barnidge & Peacock, 2019) and providing
access to more diverse news sources (Fletcher & Nielsen,
2018). This limitation highlights the need to conduct
studies that account for the complexity of current infor‐
mation environments in the context of hybridization and
fragmentation and the need to explore selective expo‐
sure beyond the limitations introduced by working with
secondary data.

Second, the Spanish political and media context
changed a great deal during the period under study
(2008–2019), which led to some methodological limita‐
tions. For example, we were unable to explore the role
of partisanship as a driver of news exposure beyond the
PP and PSOE because the other political parties existed
for only part of this period. We interpret our results as
a sign of the strength of the role of partisanship as a
driver of media exposure because party affinity was a
significantly more important driver of selective exposure
than ideology, which was entirely comparable through‐
out the same period. Still, futuremethodological designs

will have to delve further into the role of political atti‐
tudes in media consumption during larger alternative
time frames.
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